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Backend Sales / Opportunities
Back-end Sales
Our most profitable sales come from repeat or back-end sales to our current customers: they can be resold, cross-sold and up-sold. To support this statement, we need to consider the following:
(1) Ask What Exactly They Need: Out sales has to ask customers about what they really need to get when they purchase the product. We consider the feature they are looking for and try to apply them.
(2) Survey: Each box has its own survey to fill by the customer about how he/she found the product features and to report any missing feature.
Paste Customers
Our next-most profitable sales come from past customers who have stopped buying from us. It is generally five-times less expensive to sell to them than to someone entirely new. To find out why they aren’t currently buying from us, and what I need to do to get them back we must consider the following:
(1) Find out Missing Benefits: A representative should contact these old customers to ask why they stopped buying from us and if there was a missing benefit in our product.
(2) Tell Them About New Benefits: Whenever our product was improved, we need to contact these old customers to tell them about the new benefits. They might have stopped buying from us because of a missing benefit. This benefit might be the one we have just introduced.
Prospects
Those who have inquired our product, but have not bought, are also good prospects. They have expressed interest. It is worthwhile to periodically check and see if their circumstanced have changed. To do so, we need to consider the following:
(1) Tell Them About New Benefits: Whenever our product was improved, we need to contact these prospects to tell them about the new benefits. They might have stopped thinking about buying from us because of a missing benefit. This benefit might be the one we have just introduced.
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Customer Relations Management
When we are successful, others will try to steal our customers and prospects. Likely responses by established competitors need to be anticipated. Plans for countering them need to be laid out in advanced. To do so, considering the following is useful:
(1) Points Plan: Each customer has an account in our company where every time he buys the product, he gains points. The more points he gains, the better service he gets (free items, better service, ranking, etc).
(2) Assigning Specialists: We may assign specialists for every group of customers to lead them use the product effectively and get the benefits extremely.
(3) Comparisons: Customers may want to try other similar products. If we are confident about our product, why would we let our customer go and come back after a while? This period of time would benefit us. We may want to bring that product and compare it in front of our customers to assure that they would not go and try it.
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Information Support Systems and Safeguards
Whenever we begin interacting with an existing customer, we instantly need to know who we are dealing with. The best sales people have excellent memories and intuitively know this stuff. The best Customer Information System provides the most useful information instantly when needed.
	There should be at least three ways to get information: customer name, phone number, and postal code or mailing address. We need to find a way to make each customer or prospect want to give us the information we need: entry in an exciting contest or an instant discount works well.
	Once a customer’s record is located, we most need to know whether this is a preferred customer, an average customer, an undesired customer, or someone who is brand new. Next we need to know the recency, frequency, and total purchases. When was the last time this person bought something from us? How often do they buy and is there a buying pattern? What is the total amount this person has spent with us?
	To do so, we may want to consider the following:
(1) Points Plan: As we proposed “Customer Relations Management” part, customer would care about this plan. In order to enter the plan and benefit from your points, a customer must use valid information: name, phone, mailing address.
(2) Use of Database: Construct a database that contains all information needed: name, phone, mailing address, dates of buying, etc. That database can, in milliseconds, get us a list of customers according to a certain command. E.g.: List customers who buy our product once every month. ORACLE database is the best solution for this. It has many options and features. It is also portable where we can simply export/import files of customers.
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Test Plan and Budget
Once we have a marketing plan, we need to find a way to inexpensive test our strategies and sales tactics. We will need to prepare a budget and know the “breakeven” point: the number of units we need to sell to cover the costs of the test.
As we proposed in the “Breakeven” part, we have the following information:
· Monthly Fixed Cost (FC): 500.00 KD
· Price per Bottle: 8.00 KD
· Variable Cost: 2.5 KD “not 3.00 KD since 0.5 was calculated as fixed cost”
Breakeven Point = FC / ( P – VC )
Breakeven Point = 500.00 KD / ( 8 – 2.5 ) = 91 Units
So, as it should be inexpensive test, let’s have its cost per bottle = 0.5 KD and calculate the new breakeven point:
· Monthly Fixed Cost (FC): 500.00 KD
· Price per Bottle: 8.00 KD
· Variable Cost: 3.0 KD
Breakeven Point = FC / ( P – VC )
Breakeven Point = 500.00 KD / ( 8.0 – 3.0 ) = 100 Units
The results of an inexpensive test are a “reality check” and will help identify weaknesses. According to the result above, our plan should consider the following:
(1) Plan Expenses: We apply our strategies proposed without exceeding the limit according to our sales. The expense should not exceed 0.5 KD per sold bottle. If we sell 100 bottles a month, our test plan cost should not exceed 50 KD a month.
(2) Test Result: We identify and calculate how effective our test was and how it reflects the sales. Based on this, we determine how if we would increase/decrease the cost of our marketing plan.



